Vancouver, British Columbia name. Sweatshop allegation conditions were manipulated through fictitious newspaper articles. In industry-specific allegation condition, two known apparel brands (luxury or non-luxury) were accused, and two known fragrance brands (perfume for symbolic brand and deodorant for functional brand) were accused. In the brand-specific allegation condition, the fictitious stimulus brand was accused directly for its exploitation. Brand attitude toward the fictitious luxury/nonluxury apparel brand and symbolic/functional fragrance product was measured using 4 items on 7-point semantic differential scales adopted from a previous reliable measure.
Results. In the main experiment, brand type manipulation was successful (F (1, 144) = 70.5, p < .001). Manipulation of product class was also successful (F (1,144) = 11.8, p = .001). Pearson Chi-square test produced a significant difference between two allegation conditions (χ 2 = 7.9; p = .005), thus this manipulation was successful. Hypothesis testing produced a significant interaction effect for brand type and sweatshop allegation type on brand attitude (F (1, 141) = 12.26; p = .001). Specifically, when the allegation was industry-specific, consumers' attitude towards the luxury brand was significantly lower than the non-luxury brand (M luxury = 3.55, M non-luxury = 4.41, p = .001). However, when the allegation was brand-specific, consumers' attitude towards the non-luxury brand was significantly lower than the luxury brand (M luxury = 3.26, M non-luxury = 2.41, p = .021). Thus, H1a and H2a were supported. Additionally, there was a significant interaction effect for product class and sweatshop allegation type on brand attitude (F (1, 141) = 8.3, p = .005). When the allegation was industry-specific, consumers' attitude towards the symbolic product was significantly lower than the functional product (M symbolic = 3.54, M functional = 4.54, p = .002), supporting H1b. When the allegation was brand-specific, consumers' attitude supported the entitativity concept, however it was not statistically significant (M symbolic = 3.28, M functional = 2.88, p = .25). Thus, H2b was not supported.
Implications. While entitative brands and product classes are negatively impacted when the sweatshop allegation is industry-specific, our findings also demonstrate that entitativity benefits the same brands and product classes when the allegation is brand-specific. These results provide insights to brand managers that it is critical to understand customer-brand relationships from the perspective of entitativity to take necessary measures in context to sweatshop allegations that are industry-specific, i.e., targeted to other brands of the same industry
